This article investigates the phenomenon of transmodern tourism in Soweto as it statistically tests the theoretical assumption that Cultural Creatives are a clearly identifiable group of transmodern tourist in general tourists population. The results of ANOVA confirmed a group difference between Cultural Creatives and general tourists, leading to a major finding that Cultural Creatives presence in Soweto (54.8%) is two-times (26.1%) more than the value predicted by the literature. In addition, Walking around the township is identified as Cultural Creatives' most authentic experience which further validates the recommendation for development of an innovative range of immersive and authentic experiences in Soweto that conforms to Cultural Creative's transmodern value system.
INTRODUCTION
The world out there is changing at an unprecedented rate. These changes are not only environmental, economic, social and political but mounting evidence point to a rise of a new planetary consciousness and new world order known as transmodernism (Ateljevic, 2009 (Ateljevic, , 2011 Ghisi, 1999 Ghisi, , 2008 Ghisi, :158, 2010 Pritchard et al., 2011:941; Rifkin, 2005; Rodriguez, 1989 Rodriguez, , 2017 . Transmodernism is evident in all aspects of people's lives, from consumption, value(s) system, work, leisure patterns, global ecological awareness, to concerns for the survival of the humankind and the quest for more fulfilling and spiritual lives. In the forefront of transmodernism is a silent but powerful class of transmodern consumers known as Cultural Creatives (Ray, 2008; Ray & Anderson, 2000) . They are converging across the nations creating a new, wiser, transmodern culture embedded in a post-capitalist, post-modernist holistic value system way beyond postmodernity (Rifkin, 2005:121) . Even though Cultural Creatives are still lacking a sense of self-identity or group identity as was historically the case with other subcultures (Hippies, New agers, Baby boomers etc) they can be identified based on their transmodern worldviews and their new value system. They are conscious consumers who reject the postmodern obsession with consumerism and materialism and stand for a new, just and sustainable world. The mounting evidence exist that Cultural Creatives are in fact leading a silent revolution towards a new global value system and a new transmodern world order on a scale not experienced in the past 600 years, since the Renaissance (Ateljevic, 2009; Gelter, 2010; Ghisi, 2010; Pritchard et al., 2011; Rodriguez, 1989 Rodriguez, , 2004 Tribe, 2008 Tribe, , 2009 . The emergence of the Cultural Creatives has profound implications for tourism because they uphold the same life values in everyday life as they do in travel (Ray & Anderson, 2000) . They demand travel to be an educational, experiential, authentic, altruistic and/or spiritual experience leading to personal transformation through learning and discovery (Ivanovic, 2014; Tomljenovic, 2015) . Their interaction in a destination is sustainable and honest as they immerse themselves in the local culture, while showing respect for local people and their way of life. In the same vein, Cultural Creatives are genuinely interested in the problems of the destination for which they seek long-term environmental and socio-economic solutions as they tend to come back as volunteers or make a difference in the ways that matter (Reisinger, 2015; Wolf et al., 2017) .
It is with the prevalence of Cultural Creatives as a new breed of conscious consumers/tourists that the need for the creation of new authentic experiences arises and, consequently, the need for an economic alignment of products use-value with the consumers authentic self-image (Ivanovic & Saayman, 2015:33) .
There is no doubt that authentic experiences that fit into the new transmodern value system of Cultural Creatives as tourists will be paving the way for the organic development of transmodern tourism in the world and subsequently in Africa and South Africa. Contrary to expectations, an extensive literature review revealed that there are only a few research studies focusing on either transmodernism or prevalence of Cultural Creatives and their experiences in the major world tourism destinations and there was not one African or South African study with the same focus. A complete lack of understanding who these new transmodern tourists visiting South Africa are, and what kind of experiences and activities they want is not helping the South African tourism agenda focusing on job creation and poverty alleviation (Strydom et al., 2019:8) . In order to address the shortcomings identified in the literature and provide some basic understanding of the way transmodernism is shaping the new tourists experience in South Africa, the aim of this article is to apply a transmodern value system as identified by Ray and Anderson (2000) in detecting Cultural Creatives among international tourists visiting Soweto. The article statistically tests the theoretical assumption that due to a profound transmodern value system that they uphold, the Cultural Creatives are a clearly identifiable group of transmodern tourists. This assumption is strengthened by Ray's (2008:6) clarification that, as part of the subculture, Cultural Creatives come "with new values, lifestyle and worldviews, and these cannot be predicted by demographics because they are deeper than demographics". In the same vein the article is set to uncover what activities and experiences are undertaken by Cultural Creatives in Soweto which contribute the most to their authentic experience while conforming to tourist transmodern value system and lifestyle anticipated by the literature.
THEORETICAL FRAMEWORK
The theoretical framework pertinent to this article presents an overview of transmodernism as the new world order and a dominant paradigm: Cultural Creatives as a powerful group of consciousness consumers at the forefront of transmodernism; and transformatory experience as a type of new immersive authentic experience in tourism.
Transmodernity Three prominent philosophers, Spanish Rodriguez Magda (1989, 2017) , Belgian Luychx Ghisi (1999 Ghisi ( , 2008 Ghisi ( , 2010 , and Argentinian-Mexican Enrique Dussel (2002) laid the foundation for the concept of transmodernity. Defined as an all-encompassing "socio-cultural, economic, political and philosophical shift" way beyond postmodernism, transmodernism carries a universal message of hope for the survival of humankind (Ateljevic, 2009) . As a post-industrial contemporary concept, transmodernity represents a decline in the dominant Euro-American industrial, patriarchal, imperial, capitalistic and colonial world-system of the modern society, thus embodying the African decolonising paradigm (Dussel, 2002; Ghisi, 2008) . In the heart of transmodernism is Dussel's (2002) Philosophy of Liberation, a global project which rejects the European superiority of the last five centuries and unmasks the invention of the Other, of the colonized Africans in particular (Mekonnen, 2012:10) . As such, it is undoubtedly an emerging xenophilian consciousness, a celebration of local and global diversity based on greater tolerance for ethnic, racial and sexual differences (Gelter, 2010) .
Transmodernity is also a paradigmatic societal transformation that transcends the two earlier paradigms and world orders: modernism and postmodernism. Modernism is associated with the Fordist economy of scales driven by mass production of products and services with universal appeal. It is founded on Western assumption of rational inquiry and scientifically proven truths which in turn negate intellectual diversity and tolerance leading to unfairness and oppression for others. Modernism as a societal system is noninclusive as it advocates each individual to pursue success, which, in the western vernacular, has generally meant the rat race for financial success and status display leading to alienation (Ray, 2008: 12; Rifkin, 2005) . For this reason, the alienated modern man as a tourist is in constant search of authenticity in other places and other times, the search damned to inauthenticity because they cannot escape the mass produced and irrevocably commodified tourism spaces. Postmodernism is seen as the antithesis to modernism as it is associated with the Post-Fordist economy of scope changing the economic focus from mass production to mass consumption (Pine & Gilmore, 2012) . As a worldview postmodernism represents a deconstruction of reality whereby everyone's narrative is equally compelling. This in turn leads to endless differentiations of reality resulting in cultural diversity, competing beliefs, pluralism, ambiguity and the stagnation of the modern value of progression, culminating with 'meaningless hyper-consumerism' of the postmodern society (Ateljevic, 2009; Ateljevic & Tomljenovic, 2016:28; Rikfin, 2005; Tribe, 2009 ). As the reality retreats it leads to a complete collapse of real and hyper-real into one reality, a simulacrum as a spectacle, an experiential form in which the real, authentic objects and events are replaced by simulated artificial, hyper -real fantasy world. In tourism, it leads to a dominance of a simulated reality (Disney World alike) in which post-tourists replace authenticity with an inauthentic experience of reality lacking depth and superficiality in understanding other cultures.
As both paradigms have reached a point where they can no longer proceed on their own as dominant worldviews, transmodernism, as a synthesising paradigm, is capable of taking the two preceding paradigms, modernism and postmodernism, from the edge of chaos towards an all-inclusive and democratic order of society. In the forefront of transmodernism is the new trans-capitalist economic order known as the authentic economy (Gilmore & Pine, 2007) . In authentic economy, all consumers request authenticity as the new purchasing criteria. In every sector of economy businesses must add authenticity of experience as a value to be managed as a critical component of production and consumption. Even more importantly, what consumers purchase (tourists included) should conform to their own self-image as an authentic-self and what they buy must reflect who they are and who they aspire to be in relation to how they perceive the world. The offerings that do not appeal to the authentic self-image are regarded inauthentic or fake as is the case of Cultural Creatives, discussed below.
Cultural Creatives
In 2000, Dr Paul Ray and Sherry Ruth Anderson discovered a silent group of consumers, calling them the Cultural Creatives, as a surprising result of the longitudinal psychographic research on over 100,000 Americans and 100 focus groups on consumer values and beliefs. The results were published in the book 'Cultural Creatives: How 50 Million people are changing the world' suggesting that 24% or about 50 million adults at that time (hence the book title) of the US adult population fall into the new Cultural Creatives subculture. Subsequent research by Ray (2008) suggest that Cultural Creatives account for 26.1% of the world's population revealing their annual rise of 3% since they were first detected in 2000. As clearly identifiable sub-culture, Cultural Creatives dedicate their lives to the pursuits of personal development and growth, a purposeful life grounded in spirituality while at the same time making a positive change on the planet (Ray & Anderson, 2000; Florida, 2012) . Cultural Creatives are competent, inner-directed activists with convictions that are so strong that they can steer their values, lifestyle and subculture undeterred in spite of opposing value pressures from the larger culture in which they live (Ray & Anderson, 2000; Ray, 2008) . They demand authenticity in every sphere of their lives, "at home, in stores, at work, in politics" and in travel (Ray & Anderson, 2000:5) . In their lifestyle choices, they strive to balance rationality (facts) and intuition (feelings) for the best of both worlds. The surfacing of the Cultural Creatives as a socio-political movement or sacred activism, stems from the realisation that human capabilities come from within and, therefore, reaffirm individual growth, spirituality and actions that counter contemporary global discourses of fear, alienation and disempowerment (Ateljevic, 2009: 290) .
Transformatory tourist experience Following a shift in the tourist experience from staged pseudo-events to rendering authenticity, the quest for authentic experiences in tourism has become paramount (Pine & Gilmore, 2012; Morrison et al., 2017) . With its alignment to transmodernism, new tourism trends have the unrestricted potential to initiate personal and societal transformation towards newly emerging life values and world-views evident in a silent subculture of Cultural Creatives (Robledo & Batle, 2017; Reisinger, 2015; Tomljenovic, 2015:4; Wolf et al., 2017) . A change in life values towards self-discovery, independence, care for places visited and a quest for deeper meaning and self-development is the basis of human progression which makes people mentally free when travelling and thus motivating them to develop, unfold and actualize their inner human potential (Welzel, 2006) . In essence, tourism experiences that are somewhat challenging but aligned to individual's values and conform to an individual experience of the real world and an authentic-self, are defined as transformational (Tomljenovic, 2015: 5) .
As such, transformation is the highest order need, positioned beyond selfactualisation on the Maslow's pyramid of needs (Gelter, 2010:48) . When individuals feel themselves to be both in touch with the real world and with their real selves, they are having an authentic experience. Since transformational experience is founded in tourists demand for an authentic experience in all spheres of their lives, such demand should be managed as a critical component of production and consumption of experiences in tourism (Gilmore & Pine, 2007) . Contrary to Cultural Creatives who, as tourists, demand authenticity and personal transformation through immersive tourist experiences, the post-tourists are in search of simulacra as an illusion of authenticity, rather than a definitive reality. As post-tourist do not share the same world values and do not demand deep authentic experience as Cultural Creatives do, the two groups can be clearly delineated. Since a core business of tourism as part of new authentic economy is to sell experiences, the issue of authenticity in tourism in its transmodern form is expected to change its experience game in the very near future (Ivanovic & Saayman, 2015:25) .
MATERIALS AND METHODS
This is an exploratory mixed method study based on a survey (N=252) derived from Anderson and Ray (2000) questionnaire consisting of 16 transmodern life values. Qualitative methods included semi-structured interviews (n=20) as means of ensuring validity of the survey findings, and non-participant observations (diary and photos) as a method of monitoring the behaviour of tourists during their visit (are they walking around Soweto on their own, are they breaking away from the group, do they behave ethically towards locals eg. not taking photos without permission etc.). Non-probability quota sampling is selected as the main method of data collection in order to ensure representativity of the samples in exact proportion to their respective quantities in official national statistics (Americas, Europe, Asia & Australasia, and the Middle East).
This was done in order to infer the result and compare the actual percentage of Cultural Creatives in Soweto with the expected presence of Cultural Creatives in the general population world-wide. As already pointed out, there is not yet a world map of the spread of Cultural Creatives globally and there is not yet data available that accounts for the number of Cultural Creatives in South Africa. However, for the purpose of this study, two estimates are used as the baseline; Ray's (2008) estimate of 26.1% share of Cultural Creatives in the global population, and Ivanovic and Saayman (2015) estimate that 18.3% of purposeful cultural tourists visiting South Africa can be regarded the closest representatives of Cultural Creatives. Therefore, the assumption is that a minimum of one out of every five (1:5) international (long haul) tourists coming into Soweto should be the closest representation of a Cultural Creative. The proportional quota sample retrieved for this study (N=252) of inbound international tourists visiting South Africa from respective generating regions (Table 1) is deemed reliable (at 95% confidence level) as it mirrors the same inbound tourist stratums as per the official national statistic (StatsSA, 2018) .
As a second layer of sampling, purposeful sampling based on tourists behaviour was simultaneously employed to ensure Cultural Creatives are included since they cannot be identified based on profiles or demographics. While maintaining strata mirroring for tourist generating regions the respondents are further selected based on the following criteria: (1) tourists from a local backpacker establishment (51), tourists wandering alone in the township (151), and general tourists in coach/planned tours (50). Identifying three groups based on behavioural preferences is done for purely practical reasons to ensure Cultural Creatives are represented in the sample based on their expected preferences while in Soweto. Delineation between three groups was also necessary to facilitate a statistical comparison within and between the groups to clearly identify Cultural Creatives based on their life values. The survey data was captured and coded using Microsoft Excel while the Statistical Package for the Social Sciences (SPSS) version 2.3 was used for data analysis. Data collection took five months to complete, 03 January 2018 -30 May 2018, carried out by one of the authors who is a Soweto native.
Questionnaire development
Given the complexity of the terms and tourist's unfamiliarity with underlying values of transmodernism, the questionnaire was pre-tested on two occasions (11th -12th August 2017 & 18th -19th August 2017) and further piloted based on 40 questionnaires (8th September -21st October 2017). A number of changes were made to the questionnaire according to the aspects identified in the pre-tests and pilot questionnaires. Despite changes in the wording of the 28 value statements, the questionnaire was kept in accordance with the most consistent 16 values identified by Ray & Anderson (2000) and Ray (2008) surveys. The Cronbach's Alpha, α= 0.624, confirms the internal validity of the 1-4 Lickert scale as the instrument items are reflective of the underlying transmodern constructs. Therefore, as survey respondents agree or disagree to 28 statements in the worldview scale (Table 2) measuring 16 dimensions/values of transmodernity, they can be classified as either a close representative of a Cultural Creative or as the others who are the general tourists. The differentiated spread of Mean value score, including 5 adjusted negative values, M= 19.05 (SD=3.78, N=252), was used to identify Cultural Creatives from general tourists. The use of a 4-point forced answer Likert scale not leaving an option for respondents to remain neutral, is justified by the following two reasons (Pallant, 2011) . Firstly, transmodern phenomenon deals with a whole set of new world-views and values the meaning of which would be very difficult to interpret in case of neutral responses. Secondly, forcing respondents to decide which transmodern values they uphold allows for more precision during data analysis.
Area of study: Soweto
Soweto is a significant tourist node in South Africa attracting 212 000 tourists in 2016 (SAT, 2017:82) . Tourists are interested in seeing the main symbols of South Africa's struggle against the apartheid (Mandela House in Vilakazi Street and the Hector Pieterson Museum), as well as how the country has progressed since its first democratic elections in 1994. Township tours to Soweto, therefore, continue to gain considerable popularity amongst tourists visiting South Africa who want to see the 'real' people of Soweto (Ramchander, 2007) . Soweto has become a symbol of oppression and liberation, thus, the freedom values associated with Soweto are in line with what new emerging transmodern consciousness and Cultural Creatives stand for, validating the choice of Soweto as the study area. Figure 1 is a map of Soweto highlighting the areas where the tourists were targeted. 
RESULTS DISCUSSIONS Demographic characteristics
Apart from the slight dominance of female visitors, (53.3%), a significant 73.8% of the visitors fall into the 20 -39 years age category and a staggering 65% of respondents were highly educated (39.2% Bachelor's degree and 25.7% Master's/Doctoral degree). Even though demographic characteristics of Cultural Creatives visiting Soweto are revealing, they are not reflective of Cultural Creatives life values and transmodern worldviews, and cannot be used as a selection criteria in future studies. 
Transmodern values
As conscious consumers, the Cultural Creatives are standing for the transmodern values they consider important and are taking active action towards their realisation (recycling, healthy lifestyle/food, minimalism, pro-feminism etc.) (Gelter, 2010; Ghisi, 2008:158) . The most important Cultural Creatives' transmodern values identified by Ray (2008) were: (1) to see nature as sacred (89%), (2) concern about the condition of women and children worldwide and at home (87%), and (3) liking what is foreign and exotic in other cultures (xenophiles) (85%). Demand for authenticity (63%), self-actualization (63%) and spirituality (46%) were clearly taking a back seat. The results presented in Table 2 reconfirm the dominance of the top two values identified by Ray, the xenophiles (89.6%) and pro-feminism (81.25%). Surprisingly, in only a decade, desire for selfactualisation (78.1%) and authenticity (70.15%) emerged as top values, further serving as a proof of an emerging transmodern value system. The fact that the results of this study, presented in Table 2 , overlap with those identified by Ray (2008:7), is further confirmation of the validity of the scale and the study's findings.
The results of the value scale further confirm that 54.8% of tourists visiting Soweto are closest representatives of Cultural Creatives, of whose, as expected, 72.5% are in backpackers group, 58.3% are wandering tourists, and 26% are general tourists.
ANOVA one-way between groups analysis of variance
In this study, one-way ANOVA is conducted to test if there was a statistically significant difference in the Mean scores of the three dependent groups (backpackers, general tourists and wandering tourists) against the Cultural Creative score as an independent variable (Pallant, 2011:105) . The ANOVA results show (F = 17.65, p =0.001, p<0.05) that the Sig. value is less than 0.05 meaning that somewhere between and within the three groups there is a statistically significant difference among the Mean scores. However, the ANOVA does not show where the statistically significant difference is. To find this difference, the Dunnett T3 test was used. 
The Dunnett T3 multiple comparison test of group differences
The Dunnett T3 indicates that there is a statistically significant difference at the p <0.05 level in the Mean scores of the three groups: F (17.645, p=0.01, N=252) . The variance for backpackers (S 2 = 11.107), general tourists (S 2 = 8.449) and for wandering tourists (S 2 = 14.461) suggests that the groups are significantly dispersed from each other as they were targeted differently based on different tourist settings (backpacker -hostels, general tourists -coach tours and wandering tourists -unbeaten paths). The Mean score for general tourists (M = 16.60, SD = 2.90, n=50) is significantly different from wandering tourists (M = 19.32, SD = 3.80, n=151). Another significant Mean difference is between backpackers (M = 20.67, SD = 3.33, n=51) and general tourists. However, there is no statistical difference in the Mean score between backpackers and wandering tourists suggesting that wandering tourists and backpacker tourists uphold similar transmodern values.
Results of Pearson's Chi-Square (X 2 ) and Crammer's Value (V)
The Pearson's Chi-Square test is used to assess if there is a relationship between upholding a transmodern value system and the level of authenticity experienced while engaging in different activities and experiences in Soweto. The results of Pearson's Chi -Square X 2 (2, n=128) = 9.462, p= 0.009, where p<0.05 reveals only one significant relationship between walking around a township and the level of authenticity experienced. The results of the Crammer's V measurement confirmed the results of Pearson's Chi. The cross classification for walking around a township (n=128) indicates an almost medium strength of relationship coinciding with Cohen's (1988) medium effect size (0.10 small, 0.30 medium and 0.50 large effect size) and is the highest Crammer's value (V= 0,272) of all the cross classifications. These tourists are the closest representatives of Cultural Creatives in a quest for immersive experiences, as predicted by the transmodern life values.
QUALITATIVE RESULTS
The results of Thematic Content Analysis from 20 interviews are triangulated with the results of statistical tests and photographs to confirm the validity of statistically identified transmodern values and transformatory tourist experience.
Theme 1: Transmodern values From the results presented in Table 2 it becomes evident that the majority of tourists visiting Soweto are actively concerned with social issues most evidently giving up their time, money or skills to the underprivileged (70%), volunteering (79%), and participating in initiatives against domestic violence and gender inequality (61.3%).
"I was 18 (age) first time I was in Tanzania. I was volunteering with no values, but this really changed me… to be more open minded" (Austria, (20) (21) (22) (23) (24) (25) (26) (27) (28) (29) Female) Tourists visiting poor localities such as townships are often criticised for disrespecting locals making them feel as if they are in a zoo by observing and photographing the locals from a moving tour bus (Ramchander, 2007) . As the closest representatives of the Cultural Creatives, the tourists in the study exhibit a strong sense of restraint by not seeing themselves as merely spectators, but as human beings entering the living space of other human beings. Because Cultural Creatives are mindful of their impacts on local cultures, they are the most desired type of tourists to visit poor South African townships.
"Well I told them I don't really want to take pictures because people are living here and it's not like I went to the zoo or anything" (Germany, Female) Table 2 clearly confirm deeper, transformatory meaning of travel as 84.5% of the tourists feel that travelling helps reconfirm their life values, while 70.3% feel that their trip to South Africa helped them rediscover themselves.
"I think that's the whole purpose of travelling, to reconfirm values" (Austria, (20) (21) (22) (23) (24) (25) (26) (27) (28) (29) Female) A need for a 'live like a local' immersive experience denotes a search for meaningful consumption and growth through learning and discovery (Ivanovic, 2014; Morrison et al, 2017) . In the case of the Cultural Creatives, it is the search for tourism offerings that lead to transformatory experiences that validate a sense of being true to one's (authentic) self (Ivanovic & Saayman, 2015: 33) . The tourists in the study indeed value human interaction and so undoubtedly express the desire for a tourism experience that involves varying degrees of immersion with the lives of the local people.
"Not just staying in a fancy hotel, eat at a restaurant, just do shopping and leave Johannesburg. Real vacation or real life is to be with the family and to be in their daily life… It was a big honour for me that I came in to their daily life and shared their daily life…" (Sweden, (30) (31) (32) (33) (34) (35) (36) (37) (38) (39) Female) Theme 3: Desire for Authenticity A desire for authenticity emerged as a critical component of the Soweto tourism offerings (Pine & Gilmore, 2012; Gilmore & Pine, 2007) .
"…the whole Vilakazi street is like the less authentic part" (USA, (20) (21) (22) (23) (24) (25) (26) (27) (28) (29) Male) Inauthentic pseudo sites, objects and tourism offerings do not impress contemporary travellers (Nicolaides, 2014:1) . Paradoxically, places that are specifically designed for tourists seem to be the very places that deprive tourists from having an authentic experience. Tourists visiting Soweto clearly recognise the tourist settings are essentially staged and so the authenticity of the experience is seen as staged. Almost half of the tourists visiting a township in South Africa want to go for something more (George & Booysens, 2014) :
"Living with local people in their house" (France, (30) (31) (32) (33) (34) (35) (36) (37) (38) (39) Male) To help meet the authenticity requirement, tourist need to become active participants in the shaping of their own experiences. The triangulation of the results of Pearson's Chi-Square (X 2= 9.462,p) and Crammer's Value (V) with the interview responses regarding the most authentic experience in Soweto, clearly confirm the statistical results that 'walking around the township' is the most authentic activity of Cultural Creatives. "When we walked through the township" (Lithuania, (30) (31) (32) (33) (34) (35) (36) (37) (38) (39) Female) " No, I don't like that (tours), I like to walk" (Yemen, (20) (21) (22) (23) (24) (25) (26) (27) (28) (29) Male) "And there was also a small authentic moment for me when I just walked next to her down the street and it was actually a part of Soweto that she lives in" (Austria, (20) (21) (22) (23) (24) (25) (26) (27) (28) (29) Female) Ultimately, how tourists who uphold transmodern values (Cultural Creatives) interpret an authentic experience in Soweto is dependent on their ability to procure an intimate encounter with the locals through walking or other intimate interactions.
CONCLUSION
As the tourism industry matures, there is an increasing demand for unique, authentic and meaningful travel experiences (Morrison et al, 2017) . The newly emerged consumers' sensibility towards authenticity is directly consequential of the current shift in the world consciousness towards self-actualization and authentic-self seen as the fundamental value of transmodernism tourism (Ivanovic & Saayman, 2015:28) . Based on the responses of the tourists on the worldview scale and the statistical results, it can be inferred that 54.8% (n=138) of the sample of tourists visiting Soweto can be considered as close representatives of a Cultural Creatives, while 45.2% (n=114) are general tourists. The findings of this study clearly show that in the South African tourist market, there are two times more (54.8%) Cultural Creatives in Soweto than (26.1%) expected by Ray (2008) in general population and almost three times more (18.3%) than suggested by Ivanovic & Saayman (2015) . The second important finding of this study, based on the results of Pearsons-Chi, X 2 (2, n=128) = 9.462; and Crammer V, p=0,009 (V= 0.272), is that the most authentic experience of Cultural Creatives in Soweto is walking around the township. Thirdly, the fact that xenophilism (89.6%), self-actualisation (85.9%) and desire to reconfirm life values (84,5%), emerged as the most agreed values from the world-value scale, serves as a proof that transmodernism is not just some new construct invented by academics but a real value system adopted and endorsed by more than half of tourists visiting Soweto. It also confirms that Cultural Creatives are, in fact, 'conscious' travellers -the "new tourists in search for deep transformatory experiences pertinent to new (authentic) transmodern tourism" (Ivanovic, 2014:514 ). An emphasis on immersive, authentic tourism practices and the potential to encourage the use of local heritage and knowledge in order to meet the new transmodern demand for authentic, is the major finding of this study. However, any development of this nature in South African townships should be approached sensitively, as an act of open dialogue with the locals, and aligned with the values of transmodern tourism (Booysens, 2010; Strydom et al, 2019) .
The main recommendation of this study is to focus on the development of transformative tourism offerings such are walking tours allowing tourists to interact with the local community in Soweto by visiting local businesses, various recreational centres and local homes for dining experiences. Therefore, locals should be encouraged to explore becoming hosts (e.g. AirBnB) or rent out accessories (e.g. bicycles, camping gear) and various expertise to travellers to facilitate more meaningful experiences for both travellers and locals. This is not only applicable for Soweto but other historically and culturally significant townships in South Africa and Africa.
Lastly, due to the vast heterogeneity within the groups of Cultural Creatives it is recommended that the future studies related to the transmodern tourism should complement motivations with tourist life values for understanding tourist behaviour and social transformation in various destinations in Africa and South Africa.
